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PostPoints Scavenger Hunt Campaign  
 
Consumers 
• Earn a contest entry and 5 points for every 

correctly answered Scavenger Hunt quiz 
question   

• 10 winners each week; high-value prizes 

 
Advertisers  
• Logo placement in Scavenger Hunt ads in The 

Washington Post and Express as well as a 
dedicated e-blast to all local subscribers 
announcing the campaign 

• Dedicated quiz questions about participating 
partners in our daily column in Metro & online. 
Customers are driven to partner websites to 
secure the answers.  

• Mention in PostPoints email tips – YTD open 
rates for all tips: 28.85%  

• Prominent placement on the PostPoints 
website 

• Ongoing tweets about the campaign  

AT A GLANCE 

MEASURED RESULTS 

Goal: 

Engage subscribers & reward advertisers 
 

Target Audience: 

PostPoints members and subscribers not 
enrolled in the PostPoints reader rewards 
program.  

27.5% 
Average email 

open rate 

10.55 
Total page placements 
for campaign duration 

Total AAM Circulation: 551,360 
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ADVERTISER FEEDBACK 
“I wanted to let you know 
how much this drives traffic 
to our website. I was trying 
to figure out these huge 
spikes and then looked at 
when we were the focus of 
the Trivia...unique users 
increased by at least 1,500 
on those days.” 
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SUBSCRIBER FEEDBACK 
 
“I am so happy that I took advantage 
of the opportunity accorded me as a 
WaPo Platinum subscriber to become 
a PostPoints participant.  I cannot 
believe I won tickets to Arena 
Stage!  This is incredible.  Also, I 
appreciate the points.  I am going to 
order one of those Washington Post 
tote bags because I want to advertise 
the Washington Post whenever I go 
shopping!” 

SUBSCRIBER FEEDBACK 
 
“I wanted to take a moment to thank 
you and tell you what a wonderful 
time we had last night at the show. I 
wasn't expecting some of the best 
seats in the house because I had won 
the tickets, but they were fantastic!  I 
can't thank The Washington Post and 
Shakespeare Theatre enough for a 
truly magical evening. This was the 
highlight of my year! ” 
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About the Campaign- The 20/20 Plan 
 

The newspaper had a reputation for providing poor service to 
its home delivery customers. In August of 2014, the Register 
Star took back its distribution operations from a third party 
distributor. Even though the contractor struggled to improve 
delivery quality service, the move pulling operations back in-
house proved very challenging.  
 
Beginning in May 2015, a new service initiative was launched, 
“The 20/20 Plan.” Specifically, the plan called to improve the 
service of its “worst 20%” of carriers by at least 20% every 
month. 
 
The data were very clear that the bottom 20% of carriers were 
not held accountable. In fact, they produced more than triple 
the average complaints. 
 
The goal was to hold carriers and DMs accountable to improve 
service every month. The key deliverable was combined 
service, measured as complaints per thousand, of the bottom 
20% of all carriers. If performance of worst carriers could 
improve, overall service improves. A deep data dive proved 
this process. 
 
Execution was key. It was completed through staff turnover, 
carrier terminations, DM training, carrier complaint penalties, 
and realignment of structure, improved consistency of service, 
focus on accountability, and improved motivation and morale. 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
To improve home delivery service 
 

Target Audience: 
DMs & Newspaper independent 
contractor carriers 

2014 Service 

19 CPM 

Total AAM Circulation: 36,000 

The campaign achieved its objectives and was the 
first important step to change culture to that of full 
accountability of carriers and DMs. 

2016 Service 

3.6 CPM 

Improvement in 
Poor Service Stops 

63% 



20/20 Plan  -  Service Results 
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                        Bottom 20% CPM                                                   Total CPM 
 

District                   Beginning     Ending                                                       Beginning      Ending  
1                               21.4                  10.0                     7.1                      3.8 
2                               17.0                    6.3                                                                                           5.3                      2.9 
3                               38.4                  15.4                                                                                           12.5                    7.5 
4                               11.5                  11.5                                                                                           5.0                      4.5  
5                               18.8                    7.9                                                                                            6.2                     3.0 

 
 

 
Service results measured as complaints per thousand beginning Period 7 2015 and ending Period 12 2015. 

 
 
 

Total CPM improved in all districts as the result of significantly improving 
service of the worst 20% of all carriers. 
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About the Campaign 
 

For the Albany Times Union, the LEAP 
customer lifecycle management curriculum is, 
by definition, an integrated course of action 
based on a schedule automated 
communications, processes and best practices 
designed to drive long-term loyalty. 
 
This includes utilizing targeted email, direct 
mail and telemarketing to communicate with 
subscribers on a regular basis, rather than once 
their subscription renewal comes due. 
 
The approach leverages customer relationships 
and data maintained in a rich audience 
database to drive relevant communications 
aimed at promoting brand engagement, 
newsletter enrollments, and yes – renewal and 
retention. 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Improve loyalty and promote digital 
activation through a holistic customer 
lifecycle management curriculum. 
 

Target Audience: 
Active subscribers with valid, deliverable 
emails throughout the customer journey. 

Emails 

77,570 

Total AAM Circulation: 90,000 

Most notably, non-renewal stops are down 53% 
versus the prior year since the implementation of the 
LEAP customer lifecycle management curriculum 

Saves 

1,242 
Non-Pay Stops 

-53% vs LY 
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(YOUR LOGO HERE) 

About the Campaign 
 
 

Email sent out to all print subscribers to alert 
them to possible delivery delays and to 
encourage them to use the e-edition during 
the inclement weather. The email provided a 
link to the e-edition and a link to activate.   
 
Subject line: Weather Alert 

AT A GLANCE 

MEASURED RESULTS 

Goal: 

Get our Plus subscribers to activate their 
digital access and drive e-edition usage 
during the inclement weather. 
 

Target Audience: 

N&O subscribers 

Email  
Open Rate 

36.2% 

Total AAM Circulation: 143,043 

Click-
Throughs 

5.8% 
Activations  

756 



(YOUR LOGO HERE) 
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(YOUR LOGO HERE) 

About the Campaign 

The Columbus Dispatch partnered with Mather 
Economics to analyze their subscriber's 
payment behavior for an individualized 
approach to grace communications.  Instead of 
basing grace communication efforts 
(telemarketing and email) off of the individuals 
end of grace date, Mather identifies each 
subscriber's typical payment window based on 
their renewal history.  The Columbus Dispatch 
then targets the communications only to 
customers who are past their payment 
window.  Exceptions are customers without a 
payment history or chronically non payment 
history.   

AT A GLANCE 

MEASURED RESULTS 

Goal: 

• One to one customer communications 
• Reduce expenses by only communicating 

with customers truly at risk 
• Providing more qualified targets for our 

vendors 

Target Audience: 

Active subscribers in grace period 

6% 
lift in telemarketing 
vendors close rate 

To date, seeing an increase 
in overall renewals (-.38% 

lift in November, +4.72% lift 
in December) 



(YOUR LOGO HERE) 
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About the Campaign 
 

This campaign was geared to drive 
subscribers to activate their account and 
to engage subscribers with our digital 
products. Message: Explore More with 
your subscription! Access your account 
and you’ll be entered to win an Apple 
Watch. This promotion was for 3 
properties (Sacramento, Modesto and 
Merced). Full marketing promotion for 6 
weeks (P7-P8), including print and online 
ads, email blasts, social postings, rack 
cards, dealsaver FREE deal, as a contest 
on our Loyalty site, and fliers at all events 
including State Fair & Publishers Tour. 
Promotion was based on newly 
redesigned products and the “Explore” 
sections.  

AT A GLANCE 

MEASURED RESULTS 

Goal: 
To drive subscribers to activate their 
digital account. 
 

Target Audience: 
Print+Digital subscribers that had not yet 
activated their digital account. 

Time Frame 

6 wks 

Total AAM Circulation: 298,097 

# Activations 

5,627 
CPO 

$.07 
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Total AAM Circulation: 551,360 
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About the Campaign 
 

• Quarterly email campaigns with a $10 gift 
card offer for enrollment. 
 

• Incentives of $5-10 off outstanding bills for 
enrollment as part of soft collection call 
program. 
 

• 500 loyalty points with PostPoints for 
enrollment.  
 

• In-paper ads for Easy Pay enrollment.  
 

• Bill inserts with $10 Visa gift card offer. 
 

• New subscribers can sign up for Easy Pay 
and receive a $10 Visa gift card.  

AT A GLANCE 

MEASURED RESULTS 

Goal: 

Increase percentage of subscribers that 
are on auto-payment to drive retention.    
 

Target Audience: 

Active print subscribers who have 
currently not provided a credit card for 
recurring charges.  
 

$3.50 
Saved per 

subscriber per year 

20.5% 
Reduction in stops 
on expiration (YoY) 

5% 
Conversion rate of 

delinquent 
subscribers per 

week. 
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(Email) 

(Landing Page) 

(Bill Insert) 
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About the Campaign 
 

In June 2015, The Washington Post 
implemented a $4.95 activation fee on new 
subscriptions or those that have stopped 
within the past 30 days. 
 
The activation fee was tested in direct mail and 
copy was added in the disclaimer and below 
the offer. 
 
Tests showed a negative effect in the most 
recent former subscribers, and almost no 
variance in longer term former subscribers.  
 
The fee was applied to all acquisitions channels 
across the board.  

AT A GLANCE 

MEASURED RESULTS 

Goal: 
The activation fee was implemented as a 
retention tactic to deter subscribers from 
stopping and re-starting their subscriptions. 
 

Target Audience: 
Current active subscribers and prospects. 

Total AAM Circulation: 551,360 

Response Rates with activation fee vs. without 
activation fee. 

Direct Mail Response Rates 

Former subs < 6 months 
6 months - 

1 yr 
1 yr - 2 yrs 2+ yrs 

with fee 1.13% 0.69% 0.29% 0.14% 

without fee 1.75% 0.54% 0.37% 0.15% 



(UP TO 3 EXAMPLES) 
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Ideas That Work: 

Community Engagement 
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About the Campaign 
 

In 2015 The Courant honored the unsung heroes 
in our communities by telling the stories of 
those who make a difference every day – 
teachers, coaches, nurses and others.  
 
These are the men and women who rarely grab 
the spotlight, but who change lives for the 
better with hard work, compassion and insight. 
Each month will revolved around a themed area 
of focus with stories that had strong resonance 
in both the digital and print realms.   
 
The aim was to drive engagement in the content 
through a multi-platform content marketing 
campaign across Social Media, Email, Web and in 
Print. Nominations were solicited from the 
community and the stories were to be published 
at the end of each month in a special digital 
presentation and a special section in print. 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Drive engagement and public awareness of 
Hometown Heroes 
 

Target Audience: 
Print and digital readers of the Hartford 
Courant using LEAP’s audience segmentation 
and digital marketing system 

Pageviews 

+30,000 

Total AAM Circulation: 165,000 

The initiative has been the most successful community 
engagement initiative undertaken by the Courant and 
placed the Courant at the center of community 
discussion in highlighting untold stories of local heroes. 

Content Pages 

+100 
Nominations 

+100 
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Couponing Event generated 672 Sunday 
Only 26 week orders at a $27 CPO with 
over 15% being new subscribers.  The 

orders retention percentage is 
comparable to our kiosk channel in the 

mid 40's.     

AT A GLANCE 

MEASURED RESULTS 
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(YOUR LOGO HERE) 

About the Campaign: 
 

The N&O partnered with popular local grocery 
store chain, Harris Teeter for this promotion.  

Users were invited to enter to win a $200 
Harris Teeter gift card by submitting an online 
form with their name, email address and zip 
code. 

Harris Teeter provided the gift card and shared 
the contest info and entry link on their main 
Facebook page, which doubled the number of 
entries we normally receive. 

Included:  

• Main contest creative 
• Email Blast 

Goal: 
Subscriber acquisition email list 
generation 
 

Target Audience: 
Local Harris Teeter shoppers who do not 
subscribe to The News & Observer 

Total  
Entries 

5,072 

Total Promotion Reach: 5,000+ 

Email Open 
Rate 

14.07% 

New Email 
Addresses 

2,903 



(YOUR LOGO HERE) 
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About the Campaign 
 

The initial idea was to capitalize on the interest 
we have for our local food related content. We 
wanted the design to be mobile optimized, seo 
friendly and offer opportunities for advertising 
to sell into. 
 
The format was a success as it generated more 
traffic than our usual story format. It’s also 
proven to be great evergreen content. 
 
Promotion was across Facebook, E-mail, Print 
and Twitter. 
 
We have since used the template for several 
other “Best of” topics 

AT A GLANCE 

MEASURED RESULTS 

Goal: Create a “Best of” template to 
generate audience & revenue 
 
 

Target Audience: 
Palm Beach County residents 

Visits 

16k 

The content has generated excellent traffic and the 
advertisers could not have been happier 

PV 

35k 
Rev. 

$5k 
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About the Campaign 
 

This initiative began with the roll up of Modesto and 

Merced’s Audience into Sacramento. NIE now had 3 

websites to maintain and 2 different naming 

conventions. With one person now managing 3 

properties, we had to be more resourceful and 

efficient. Thus, in an effort to create one cohesive, 

robust and responsive site for teachers, students and 

parents, along with one name, a reimagining effort 

was discussed and implemented. The naming 

convention was decided, new logo was created, new 

custom URL was selected, and a new website 

designed through WordPress. This new site needed 

to be easy to navigate, easy to update along with 

having a fresh new look. We worked with MI to 

create one page for all 3 papers to login the specific 

properties e-Edition. There was one place for all 

teachers to sign up and all the teachers, parents and 

students could access all information on the site. To 

engage and connect with teachers on different 

mediums, social media channels were also set up for 

NIE; Facebook, Twitter and Pinterest. The ordering, 

logging in, and accessing information is done with 

ease and updating one site is simple and can be 

done effectively and efficiently.  

AT A GLANCE 

MEASURED RESULTS 

Goal: 
To implement one efficient, cohesive and 
robust NIE website that 3 properties 
(Sacramento, Modesto & Merced) could 
utilize and that could be easily updated. 
 

Target Audience: 
NIE teachers, students and parents. 

Annual Cost 

$299 
WordPress Business 
+ Domain Mapping 

Total AAM Circulation: 298,097 

2016 Results 

+24,600 
Avg. Students  

per day (3 properties) 
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About the Campaign 
 

This campaign was geared to generate 
funding for our NIE programs.  We 
partnered with a publisher to sell The 
Four Seasons of Yosemite book; publisher 
received $14/each book and NIE Fund 
received $14.57/each book sold. This 
program was implemented in the West 
Region properties (The Sacramento Bee, 
The Fresno Bee, The Modesto Bee, San 
Luis Obispo Tribune and the Merced Sun-
Star). Customers purchased the book at 
our online store and we shipped out the 
books from Sacramento. This was a full 
marketing campaign (with both a general 
and holiday theme) including print and 
online ads, email blasts, social postings, 
we also had a contest on our Loyalty site, 
fliers at all events.  

AT A GLANCE 

MEASURED RESULTS 

Goal: 
To implement a fundraising program to 
support our News in Education programs. 
 

Target Audience: 
All subscribers and general public. 

Time Frame 

3 mos 

Total AAM Circulation: 298,097 

# Orders 

796 
Revenue 

$11,700 

Results for all 5 properties 
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About the Campaign 
 

This campaign was geared to generate 
funding for our NIE programs.  We 
partnered with One Day University to 
host the first seminar in Sacramento to 
bring four award-winning processors to 
speak about politics, psychology, 
astronomy and film. Ticket prices 
ranged from $79-$179 and NIE would 
get 50% of the gross profit. This 
promotion had a full marketing 
campaign which included print and 
online ads, email blasts, social postings, 
mentions in the NIE newsletters, write 
up in The Bee, there was also a contest 
on our Loyalty Site and fliers at all 
events.  

AT A GLANCE 

MEASURED RESULTS 

Goal: 
To implement a fundraising program to 
support our News in Education programs. 
 

Target Audience: 
All subscribers and general public. 

Time Frame 

2 mos 

Total AAM Circulation: 298,097 

Tickets Sold 

506 
Revenue 

$20,000 
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About the Campaign 
 

This campaign was geared to drive 
current print only subscribers to add 
digital to their subscription for 38¢ 
per week. The messaging included a 
bold one-word headline, the pricing: 
Just 38¢ per week, imagery of our 
digital products, with a slogan of 
“Read the news more ways!” along 
with a strong call to action “Add 
digital to your subscription today!” 
This was promoted in P10-P12, and 
included a series of 12 email blasts. 
Each email had a different creative 
with a specific theme that promoted 
a particular digital feature.  

AT A GLANCE 

MEASURED RESULTS 

Goal: 
To drive print only subscribers to add 
digital to their subscription. 
 

Target Audience: 
Print only subscribers. 

Time Frame 

12 wks 

Total AAM Circulation: 298,097 

# Orders 

506 
CPO 

$.00 
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About the Campaign 

After a year of selling digital-only subscriptions 
to The Post, we saw an opportunity to upsell 
the Sunday paper to gain print circulation and 
revenue.  While the number of local readers 
who purchased a digital-only subscription is 
small relative to our national digital-only 
subscribers, the print revenue associated with 
a Sunday subscriber made it worth the effort 
to try to upsell the digital-only subscriber. 
The Digital plus Sunday campaign promotes to 
a local digital-only subscriber the ability to add 
the Sunday paper for a nominal added cost.  
The circulation revenue expected from the 
Sunday add-on is not expected to be materiel; 
the revenue gains come from the incremental 
print advertising revenue. 

AT A GLANCE 

MEASURED RESULTS 

Goal: 

To gain incremental Sunday circulation and 
revenue by upselling existing local digital 
subscribers 

 
Target Audience: 

Full price digital-only subscribers in our local 
delivery market on credit card auto-renew 

Early results from a test group show a 1% 
response rate to the campaign. 

Total AAM Circulation: 551,360 
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Campaign email creative Campaign landing page 
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AT A GLANCE 

MEASURED RESULTS 

Goal: 
To upgrade Sunday Only subscribers to 
add Wednesday and Saturday in a very 
cost efficient campaign. 
 

Total AAM Circulation: 71,873 

About the Campaign: 

We created an email linked to a simple  
form. When the subscriber clicked on 
the “yes” button, the form appeared 
and was pre-populated with the 
subscriber  information. Responding 
was as simple as clicking “submit.” 

MEASURED RESULTS 

Conversion rate 

14% 
Upgraded 

190 

Opened 

554 
Sent 

1,371 
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(YOUR LOGO HERE) 

About the Campaign 
 

We were looking at new ways to enhance our 
single copy sales, we have been looking at the 
digital displays. After looking at several options 
we decided to go with a more economically 
digital display.  For testing purposes we 
purchased one display. We brought in one of 
our best selling customer Dunkin Donuts that 
own 16 locations in our market and showed 
them the display. They were immediately 
engaged and said we would like these at all our 
locations.  We have a six impression rotation, 
Dunkin Donuts has two of impressions they are 
promoting their rewards and we four 
impressions with advertising selling one to a 
customer. Also we have our website and HD 
subscription offer on the rotation.  We tested 
two, sales jumped 20%  from these locations 
for single copy. In the future we will start 
sending breaking news to the display in real 
time. 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Finding  new way not for just 
Circulation sales but for news and 
advertising to join in a team effort . 
 

Target Audience: 
For all audiences to get them engaged 
digitally.  

 Testing two locations 

Total AAM Circulation: 45,000 

1st four weeks 
sales increase 

20% 

2nd four weeks 
sales increase 

17% 



(UP TO 3 EXAMPLES) 
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About the Campaign 
 

The current merchandising presence was 
assessed at all Kroger stores. Findings and 
various display examples along with solutions 
were presented to Kroger. 
 
• Tested 30 stores with standard roll-away 

displays and positioning on Sunday. 
• Improved early set up service gaining inside 

access to 37% more stores that were closed 
at the time of delivery. 

• Supported merchandising efforts with two 
visits per store by merchandisers. 

  
The top performing one-third of stores that 
showed overwhelming improvement in 
merchandising sold 26% more. 
 
Positioning in the bottom performing one-third 
of stores was the same or worse than prior to 
the test. 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Test impact of Sunday sales with multiple 
pre-register positioning in grocery 
category. 
 

Target Audience: 
Sunday grocery shoppers. 

# Stores 

30 

Total AAM Circulation: 154,724 

Overall Impact 

+5% 
Top 1/3 of Stores 

+26% 
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Before  

              

After  
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Quik Trip “Bottled Water” Cause 
Marketing Campaign 
 

 
Developed a win-win-win scenario for long term 
position gain using a cause marketing promotion.  
 
QuikTrip’s charity of choice which was a local charity 
called Tumbleweed. The charity’s greatest need was 
bottled water during the summer months.  
 
For every Sunday Arizona Republic purchased at 
eighty-eight (88) Quik Trip locations, one bottle of 
water was donated to Tumbleweed. This offer was 
promoted in store using custom side panels for the 
secondary displays and cooler clings. 
 
Walmart also participated by providing the bottled 
water for only $.06 a bottle and free delivery to 
Tumbleweed. Permanent position was gained, local 
charity received help and retail relationship was 
strengthened.  

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Permanent Sunday secondary display 
positioning near registers at QuikTrip and to 
strengthen retail relationship. 
 
 

Target Audience: 
Impulse buyer at convenience stores. 

Avg Sale  

+50 

Total AAM Circulation: 503,999 

Annual Sale Gain 

2,600 
Annual Rev 

$4,400 

25,000 bottles of water were donated during 
the eleven (11) week promotion. 



(UP TO 3 EXAMPLES) 
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AT A GLANCE 

MEASURED RESULTS 
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Halloween Bag Promotion 
 
Marketing efforts focused on POP material stating, 
“Free Trick or Treat bag” inside Sunday newspapers at a 
select group of retailer locations for Salem, Lafayette, 
IN, Palm Springs and Mansfield, OH newspapers. 
 
Our goal was to test the impact of purchase resulting 
from value add utilizing one of the following criteria for 
each site: 
• Exclusive retailer  
• Recent daily price increase 
• Top 10 and bottom 10 sales volume locations 
 
Success was achieved by providing us with increased 
Sunday sales while delivering valuable data under a 
variety of retailer circumstances.  The data allows 
Gannett to effectively use a value added technique for 
future themed holidays / events on a larger scale.   
 
 
 
 
 
 

Goal: 
Provide added value to the female shopper to 
persuade a Sunday newspaper retail purchase for 
four (4) different Gannett newspapers during the 
month of October, 2015.   
 

Target Audience: 
Grab the attention of the female grocery shopper. 

Total AAM Circulation: 185,982 

 

Sunday sales trend increased +2.5% at retail locations 
who received the bags in their newspaper compared 
to the other locations.   
 
Salem Statesman saw the biggest increase to trend of 
+8.3%, presumably because of maximized marketing 
efforts. 

AT A GLANCE 

MEASURED RESULTS 
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Thorntons Refreshing Reward – Sunday 
Courier-Journal Campaign 
 

The Courier-Journal partnered with forty-four (44) 
Thorntons locations.   For every Sunday Courier-
Journal purchased during the eight (8) weeks – 
April 5 through May 24, the customer could 
purchase up to 10 gallons of gas at 3 cents 
discount, per purchase.  
 
Redemption period for the gas rebate extended 
four (4) weeks after the promotion to allow 
customers a chance to save. 
 
While the short-term objective was to increase 
buys during the promotion, the long-term 
merchandising strategy was to secure Sunday 
secondary placement/display position. 
 
Promotional channels included: in-store POS 
signage, emails to over 268,000 Thornton reward 
customers, social media, ROP. 

AT A GLANCE 

MEASURED RESULTS 

Goal:  Entice loyal Thorntons customers to 

purchase the Sunday Courier-Journal by 
offering a 3 cents off per gallon gasoline 
rebate, up to 10 gallons of gas, per purchase. 
Secure Sunday secondary display placement. 
 

Target Audience: 
Customers on Thorntons’ Refreshing Reward 
loyalty program. 

Total AAM Circulation: 230,447 

Improved year-over-year trend performance 
by +13.3 percentage points within Thorntons. 
 
Established Sunday secondary display on a 
permanent basis in the cash wrap/counter 
area. 
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Couponing Event generated 672 Sunday 
Only 26 week orders at a $27 CPO with 
over 15% being new subscribers.  The 

orders retention percentage is 
comparable to our kiosk channel in the 

mid 40's.     

AT A GLANCE 

MEASURED RESULTS 
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(YOUR LOGO HERE) 

About the Campaign 
 

Added secondary Sunday displays to 12 
RaceTrac locations with current sales of 15 or 
more.  Received agreement for placement in 
line of sight between front entrance and 
register.  Increased draw by 20 per store to 
ensure full display during onset of initiative. 
 
Keys to success: 
• Work closely with local store managers and 

corporate offices  
• Prepare and communicate visual 

instruction sheets for delivery contractors, 
merchandisers, and stores. 

• Visit stores to see that everything is being 
implemented.   

• Communicate results to internal team and 
retail chain.   

Goal: 
Increase Sunday Single Copy Sales 
 

Target Audience: 
Infrequent Sunday single copy newspaper 
buyers).   

Total AAM Circulation: 16,150 Sunday 

Increased sales of +27 percentage points 
to the previous trend and +30 percentage 
points compared to the total market 
trend 
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Circle K Cool Deal Promotion 
 

This ‘Cool Deal’ daily promotion was implemented in 
(192) stores across three (3) states and with three (3) 
different Gannett publications creating a strong 
appeal for the category manager, as well as Coca-
Cola.  
 
The daily promotion, which ran from 11/4/2015 
through 1/5/16, was part of an overall strategy to 
build a stronger partnership with Circle K this year, 
with a focus on Sunday sales and revenue.  
 
The comprehensive promotional campaign included 
in-paper advertising in daily and TMC products, social 
media, in-store POS signage (cooler clings and display 
wobblers.   
 
Circle K handled the production costs and distribution 
of the in-store POS signage. Coca-Cola and the 
Gannett newspapers shared in the cost to provide the 
bundled offer. 
 

    

 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Create a mutual, bundled promotion with Circle K 
Midwest and Coca-Cola Refreshment that included a 
20oz Dasani water for $.50 discount with the 
purchase of any daily Indy Star, Louisville Courier-
Journal or Cincinnati/Kentucky Enquirer.   
 

Target Audience: 
Customers who are infrequent purchasers of the 
three (3) Gannett newspapers and Dasani Water. 

The (8) week promotion resulted in a YOY trend 
improvement  of +15 percentage points compared to 
other retail channels during this promotion period. 
 
 

Total AAM Circulation: 756,517 
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(YOUR LOGO HERE) 

About the Campaign 
 

 
The “Sizzling Breakfast Special” offers Hardee’s 
consumers receive a  daily and Sunday 
newspaper discount of $0.25 with any food 
purchase.  
 
Acrylic counter cubes were used to optimize  
excellent POS placement to help drive impulse 
buys. Drive-thru yard signs and window clings 
are also utilized and some locations are using 
suggestive sales techniques. 
 
Hardee’s is very pleased with this permanent  
program and will continue to utilize it as they 
open additional restaurants throughout 
Wisconsin. 
 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Secure a news business partner with inside 
sales by extending an exclusive discount to 
their customers.  
 

Target Audience: 
Potential single copy buyers at area Hardee’s 
locations throughout Wisconsin. 

Daily Sales 

60 

Total AAM Circulation: 37,466 

Sunday Sales 

144 
Annual Rev 

$33K 

Combined Average Daily/Sunday Sales & 
Incremental Annual Revenue 
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5” x 5” Window Clings Acrylic Counter Cubes 

24” x 18” Yard Signs 
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Indy Star – Indiana State Fair FREE 
Admission Ticket Promotion 

 

As part of Indy Star’s annual partnership with the Indiana State 
Fair, an element to drive single copy sales and fair attendance 
has been part of the package.  The promotion was for a FREE 
admission ticket available exclusively in the Indy Star on the 
first Monday in August. This was a print exclusive offer that 
had great appeal for both single copy purchasers (regular and 
infrequent) and home delivery subscribers.   
 
The promotional campaign included in-paper advertising (core 
and TMC publications), online, social media and in-store 
signage. The Indiana State Fair promoted this on their website 
and social media pages. 
 
The partnership included an Indy Star booth for Home Delivery 
subscriptions throughout the two weeks of the Indiana State 
Fair. 
 
The Indiana Star Fair FREE ticket initiative is the strongest daily 
performance second only to Thanksgiving.  
 
Due to the overall success and value added promotional 
campaign for 2015, there will be (2) separate days with a FREE 
admission ticket in 2016.  The FREE ticket will be available on 
Monday August 8th and Monday August 17th. 
 
    

 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Partner with the Indiana State Fair on a FREE Admission ticket 
to their lowest attended fair days.  This ticket will be an in 
paper ticket that is good for one FREE admission to the Indiana 
State Fair on a specific day. 
 

Target Audience: 
Attendees of the Indiana State Fair. Indiana State Fair is one of 

the most popular events in Indianapolis. 

For Monday, August 10, daily volume improved by +6 
percentage points compared to recent trends.  
The Indiana State Fair indicated their redemption numbers for 
2015 were up compared to previous years, making it attractive 
to run this program again in 2016. 

 
 

. 

Total AAM Circulation: 238,179 
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About the Campaign 
 

Gannett, ShopRite and the food bank worked 
together towards the success of this donation 
based promotion.  
 
Keys to Success 
• ROP ads two times a week leading up the 

promotion as well as during the promotion 
• In-store POP materials to promote the 

program 
• Promotion on websites, Facebook, and 

Twitter 
• At least two additional newspaper sale 

racks placed in front of the check out lanes 
for each store 

• Increased draw and regular visits to ensure 
that additional displays were properly 
located and supplied 
 

 
 

 

AT A GLANCE 

Goal: 
Encourage ShopRite customers to donate one 
meal to the Food Banks with the purchase of a 
Sunday Gannett newspaper, increased Sunday 
sales and additional sales positions 
 

Target Audience: 
Infrequent Sunday single copy newspaper 
buyers).   

+7% 
Y/Y Increase in 

Participating locations 

Total AAM Circulation: 72,645 (Sunday) 

$2,306 
Total Donations 

MEASURED RESULTS 
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About the Campaign 
 

To leverage manufacturer coupons and grocer 
sticky notes, innovative point of sale pieces are 
created and displayed in retail outlets where 
single copy newspapers are sold.  

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Increase single copy sales at retail outlets. 
 

Target Audience: 
 Single copy purchaser/buyer. 

Total AAM Circulation: 551,360 

7-10% 
Increase in single copy sales when coupons 
and/or sticky notes are in newspapers and 
point of sale pieces are displayed (versus 
without). 
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Point of Sale – Bundle Flaps 

(11x17 folded, displays atop newspaper rack in retail outlets) 



Ideas That Work: 

Acquisitions 
(Digital Subscription) 
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(YOUR LOGO HERE) 

About the Campaign 
 
 

Email sent out to ex-subscribers and old 
registered user list for newsobserver.com. We 
used an upcoming summer series on the Best 
Kept Secrets in NC to entice readers to 
subscribe to get that unique content. This was 
one of our most successful digital only sales 
and we feel the unique content made the 
campaign successful.  
 
We did a send and “Last Chance” send three 
days later.   
  
Subject line: Limited Time – Get 50% off Digital 
this Summer 
 
Subject line:  Half-Off Digital Subscriptions – 
Ends in 8 Hours! 

AT A GLANCE 

MEASURED RESULTS 

Goal: 

Acquire new digital only subscribers 

Target Audience: 

Ex-subscribers and registered users of 
newsobserver.com 

Email  
Open Rate 

8.6% 

Total AAM Circulation: 143,043 

Click-
Throughs 

0.4% 

Digital 
Only Starts  

40 
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Couponing Event generated 672 Sunday 
Only 26 week orders at a $27 CPO with 
over 15% being new subscribers.  The 

orders retention percentage is 
comparable to our kiosk channel in the 

mid 40's.     

AT A GLANCE 

MEASURED RESULTS 
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About the Campaign 
 

The Palm Beach Post has seen great 
success in acquiring new digital only 
subscribers by utilizing three strategies: 
1. Consistent, year-round digital 

presence 
2. Strong call to action and offer, plus 

uncluttered creative 
3. Combination of network buying and 

retargeting 

Goal: 
Gain Digital Only Subscribers 
 

Target Audience: 
Local readers 35+ 

364 Conversions 
(new digital only subscribers) 

Total AAM Sunday Circulation: 193,128  

For the month of January, our total spend 
was $16,000 

It
e
m 
3 

X
X
X
X 



(UP TO 3 EXAMPLES) 

NAA’s 2016 “Revenue and Audience Builders: Ideas that Work” 



NAA’s 2016 “Revenue and Audience Builders: Ideas that Work” 

St. Patrick’s Day Digital Sale 
 

Strategy – promote St. Patrick’s one day sale to 
a small target group of former subscribers with 
an exceptional one day sale price to lock these 
customers in for the entire year. 
 
Sales channels used; email marketing only.  
 

Results Summary- 
Open rate – 11.6% 
Unique opens – 8,794 
Unique clicks – 491 
Sold – 88; 52 week digital subscriptions 
 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Market our digital subscription package to a 
small selected group of potential digital 
readers. 
 

Target Audience: 
Former home delivery subscribers that 
stopped due to moved, no time to read that 
resembled the demographic profile of a digital 
only subscriber.  

Orders 

88 

Total AAM Circulation: 298,097 

Response 

0.2% 
CPO 

$0 
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Couponing Event generated 672 Sunday 
Only 26 week orders at a $27 CPO with 
over 15% being new subscribers.  The 

orders retention percentage is 
comparable to our kiosk channel in the 

mid 40's.     

AT A GLANCE 

MEASURED RESULTS 
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(YOUR LOGO HERE) 

Goal: 
To increase digital engagement via 
registration, activations and 
subscriptions. 
 

Total AAM Circulation: 71,873 

Registrations 

138 

About the Campaign: 

We created campaigns targeted to 
digital readers utilizing online ads 
and email. Campaigns were timed to 
coincide with traditional retail sale 
holidays such as Black Friday, Cyber 
Monday, After Christmas and 
Presidents Day. Campaigns promoted 
subscriptions at our lowest prices of 
the year. Each campaign expired with 
a one week period. 

Activations 

355 

Digital 
Subscriptions 

113 

Digital + Print 
Subscriptions 

168 
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Ideas That Work: 

Acquisitions 
(Print Subscription) 
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Publisher Win Back 
 

Strategy: Special invitation offer from the 
President/Publisher. 
 
The special Publisher subscription invitation 
included a savings of 85% off the published 
price plus a 30-day money-back guarantee.  
 
 
 
 
 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Win back a selected group of formers subs 
utilizing a personal direct mail invitation from 
the President/Publisher. 
 

Target Audience: 
Former daily subscribers that stopped for time, 
life, value reasons in the past 12 months.  

Orders 

51 

Total AAM Circulation: 16,676 

Response 

1.28% 
CPO 

$17.65 
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Publisher Win Back 
 

Strategy: Special invitation offer from the 
President/Publisher, Ken Riddick. 
 
The special Publisher subscription invitation 
included a savings of 79% off the published 
price plus a 30-day money-back guarantee.  
 
 
 
 
 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Win back a selected group of formers subs 
utilizing a personal direct mail invitation from 
the President/Publisher. 
 

Target Audience: 
Former daily and weekend subscribers that 
stopped for time, life, value reasons in the past 
12 months.  

Orders 

110 

Total AAM Circulation: 83,603 

Response 

1.0% 
CPO 

$20.00 
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(YOUR LOGO HERE) 

About the Campaign 
 

Our goal with this campaign was to create a 
unique and heartfelt message to our recent 
stopped subscribers. We affectionately named 
this character “Binky”. Since creation of 
“Binky” we continued to test other formats 
and found this creative/format resonates the 
best. We are also able to drive rate at the same 
time as we offer little discount to recent stops. 
 
Based on the success of the direct mailer,  we 
have  introduced Binky in a series of holiday 
eblasts to formers stopped 90 to 500 days. The 
appeal is still heartfelt and genuine. Since the 
email targets have been stopped longer we 
have introduced a level of discounting based 
upon length of time stopped. On average, the 
eblasts produce 100-200 starts per blast 
depending on the target audience and offer.  

AT A GLANCE 

MEASURED RESULTS 

Goal: 
This is a winback direct mail campaign to 
former subscribers  with an emotional appeal 
and sense of whimsy, communicating our 
sadness to see them leave. 

Target Audience: 

The direct mail target is to formers 13 days 
past expire.  

Average RR 

5.8% 

Total AAM Circulation: 255,955 

The direct mail campaign is automated and 
sends weekly.  Results are yearly average. 

Average CPO: 

$12.24 
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Trifold Mailer front Trifold Mailer inside panel Trifold Mailer inside panel  
(reply card not shown) 

Valentine Email 
sent 2/15.  
Subject line: 
Yesterday just 
wasn’t the same 
without you. 

 
Halloween Email 
sent 10/30. 
Subject line: 
 It won’t be a  
Happy Halloween 
without you.  
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About the Campaign 
 

When we made the switch to an outside 
vendor to fulfill home delivery, there was an 
adjustment period; we experienced an influx of 
service issues while our vendor navigated the 
inherent challenges with such a large 
undertaking. Many customers stopped their 
subscriptions as a result of their poor service. 
 
We wanted to appeal to these customers on a 
human level – admitting our failure, rather 
than ignoring it, assuring them we’d addressed 
the issues, and asking for a second chance. 
 
We created the attached greeting card with a 
special offer of two weeks free for any 
customer who re-subscribed. 

AT A GLANCE 

MEASURED RESULTS 

Goal: 

Reacquire stopped subscribers 
 

Target Audience: 

Former subscribers who stopped because 
of poor service 

Orders 

47 

Total AAM Circulation: 32,010 

CPO 

$.71 
Response Rate 

4.5% 
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Get the Sunday Bee Win Back Campaign 
 

Strategy was to target former Sunday only 
subscribers that were previously on low 
discounted offer with another discounted 
offer, but at a slightly higher price point to 
gradually step them up over time since they 
are a very price sensitive group. 
 
Sales channels used; direct mail and email 
marketing.  
 
Normally we use similar creative’s for each 
channel, but with this campaign we elected to 
try a one day “Flash Sale” with the email 
campaign.  
 
Results Summary- 
Direct mail generated 349 orders  
(17-DS/26-FS/306-SO) and email generated 201 
Sunday orders. 
 

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Win back 500 former Sunday subscribers that 
stopped due to price sensitivity reasons. 
 

Target Audience: 
Former Sunday only subscribers that were 
previously on a $19.99 a year offer that 
stopped due to pricing and affordability. 

Orders 

550 

Total AAM Circulation: 298,097 

Response 

3% 
CPO 

$14 
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About the Campaign 
 

Since we are near Chicago, we wanted to 
celebrate the Cubs’ success and have 
some fun with pricing by offering 1908 
prices! We offered 13 weeks of Sunday 
Only or 7-day delivery for only $.25. After 
the 13 weeks, these subscribers would 
automatically renew with EZ Pay at $1.00 
per week. 

AT A GLANCE 

MEASURED RESULTS 

Goal: 

Our main objective was to celebrate the Cubs 
historic run during the 2015 baseball season. 
We also thought it would be a great 
opportunity to gain new subscribers. 

Target Audience: 

Formers and Prospects 

Starts 

295 Starts 

Total AAM Circulation: 36,746 

EZ Pay Starts 

175+ 
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(YOUR LOGO HERE) 

About the Campaign 
We offered non-subscribers a Free 30-Day Test Drive of our 
newspaper.  Carriers sampled non-subscribers with a one day 
sample using our special promotion flyers and bags. 
 
There were four ways non-subscribers were able to respond; 
call customer service, go online to our promotion website, 
text a keyword to a local phone number, or scan a QR Code.  
Each method required the non-subscriber to sign up with 
their contact information in order to receive the Test Drive. 
 
Once the non-subscriber signed up for the Test Drive they 
received a series of emails throughout the 30-Day period.  
The first half of the sample period we focused on building a 
positive relationship and the second half we asked for the 
sale.  Our offer emails provided a button to sign up and pay 
online for their new subscriptions. 
 
Email Series Outline… 
Day 1:  Welcome email 
Day 2:  How to set up digital access email 
Day 3:  Email asking if Delivery Started Yet? 
Day 7:  Product and Service Survey email 
Day 14:Special Offer to Subscribe email   
Day 21:Special Offer to Subscribe email 
Day 28:Time is Running Out email – 2 Days Left 
Day 29:Time is Running Out email – 1 Days Left 
Day 30:Time has Run Out email – Don’t Miss a Day! 
 
 
 

   

AT A GLANCE 

MEASURED RESULTS 

Goal:  Sampling Program that Works! 
Provide a way for carriers to sample non-subscribers on their 
routes with a tracking mechanism to capture whom is being 
sampled.  Provide a way for these potential subscribers to 
give us feedback on our product and delivery service during 
the sample period.  Then make it easy for non-subscribers to 
sign up and purchase their new subscription online with the 
click of a button. 

Target Audience: 
All non-subscribers by carrier route. 

Conversion 
Rate 
29% 

Total AAM Circulation: 21,923 

Customer response rates by contact method was as follows: 
Text & QR Code = 48% 
Promotion Website = 38% 
Calls to Customer Service = 14% 

CPO 
$13.50 

Marketing 
Platform 

$100 
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MEASURED RESULTS 
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About the Campaign 
 

Pre-Thanksgiving Holiday 4 Day Sale using only 
email and Facebook advertising.  
 
$20 Amazon gift card used as premium against 
prepaid 26 week subscription. 
 
Fun engaging email subject lines highlighting 
memories of Thanksgiving Day. 
• Better Than Gravy 
• Sweet as Pumpkin Pie 
• Flavorful as Cranberry's 
• After Dinner Delight 

 
162 sales over goal, $7 under cost per sale goal 
 
Currently doing one 3-4 DAY SALE per month 
will a goal of 300 new subscribers for each. 

 
 

 
 
 

Goal: 
250 New starts in 4 days 
 

Target Audience: 
Targeted highly likely to subscribe 
formers and nevers based on zip codes 
indexing by penetration. 

Starts 

412 

Total AAM Circulation: 270,000 

Emailed 185,500 households for 4 days and spent 
$1,500 on Facebook. 26% open rate, 4,130 clicked 
through to the offer, 412 purchased. Facebook buy 
reached 70,000 targeted households. 

CPO 

$33 
Response 

9.9%  
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(YOUR LOGO HERE) 

About the Campaign 
 
 

Unique creative with retro theme and 
humorous copy combined with sharp 
promotional pricing  produced strong 
results.  
 
Included:  
• Single Copy Insert 
• Email Blast 
• Box and Banner ads  

AT A GLANCE 

MEASURED RESULTS 

Goal: 
Home delivery subscriber acquisition 
 

Target Audience: 
Single copy buyers, former subscribers 

Total  
Starts 

277 

Cost Per 
Order 

$8.15 

Email 
Open Rate 

9.13% 
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About the Campaign 

The Dispatch rotated five single copy inserts 
weekly within a three month period instead of 
running one insert for a designated amount of 
time. The offer stayed the same while the 
creative changed to keep the offer fresh. 

AT A GLANCE 

MEASURED RESULTS 

Goal: 

Increase the number of subscribers 
through Single Copy Inserts. 
 

Target Audience: 

Single copy readers 

As Single Copy sales continue to decline, we 
have experienced an annual decline over 50% 
each year in orders from this channel.   The 
weekly rotation of insert creative has 
maintained a low CPO and minimized this 
channel’s sales decline by 15% .    
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About the Campaign 
 

This single copy insert flyer was designed 
to let potential subscribers know that we 
are more than just the newspaper – our 
news content is available however the 
subscriber wants to read it – in print, 
online, and on mobile devices. 
 
The flyer promoted our content including 
different popular sections. 
 

AT A GLANCE 

MEASURED RESULTS 

Goal: 

Single Copy Insert to acquire new 
subscribers. 
 

Target Audience: 

Single copy buyers 

Sales 

110 

Total AAM Circulation: 170,605 
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About the Campaign 
 

This was a campaign also used by Chicago 
Tribune.  We adopted the creative for the 
Orlando market and timed the launch of 
the FSI to coincide with our single-copy 
price increase.  We utilized a $1, $2, $3 
pricing strategy to help with subscriber 
perception and ran the campaign for 4-
weeks.   
 

AT A GLANCE 

MEASURED RESULTS 

Goal: 

To increase home delivery subscribers and to 
help combat a $1.00 increase to single-copy 
price 
 

Target Audience: 

Single-copy purchasers 

Total Sales  

375 

Total AAM Circulation: 251,271 

CPO  

$5.54 
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About the Campaign 
 

Our goal with Extreme Couponing is to educate our 
community on how The Austin American-Statesman 
is a must have product that will help them save 
hundreds of dollars.  We emphasize the value of the 
coupons and inserts you can only get in the Sunday 
newspaper and provide an exclusive rate for event 
attendees. 
 
Strataband brings in popular presenters such as TLC’s 
Extreme Couponing expert and celebrity, Tiffany 
Ivanofski, who provides instruction on how to use 
their organizational and online system in conjunction 
with multiple copies of the Sunday newspaper. 
 
Awareness is key to a successful workshop, so we 
utilize a broad range of marketing channels to get the 
word out including, ROP, Single Copy Inserts, and our 
Sunday Select product, as well as  leveraging our 
website, emails, Facebook, and Twitter.  We also have 
an exclusive rate one can only get by signing up at the 
event 
 

 

AT A GLANCE 

MEASURED RESULTS 

Goal: 

Extreme Couponing workshops teach our community 
how to save hundreds of dollars every week using 
Strataband’s (contracted vendor) online tool and 
subscribing to weekly home delivery of 5 Sunday copies 
of the Austin American-Statesman.  

Target Audience: 

Cost-conscious families that live and shop anywhere in 
our Home Delivery footprint. 

3 Events held in 2015 – January, April and September 

 868 Attended 
 335 EZPay subscriptions 

  (50% were new subscribers) 

 1,361 Sunday copies   
 60% Retention at 180 days 
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Couponing Event generated 672 Sunday 
Only 26 week orders at a $27 CPO with 
over 15% being new subscribers.  The 

orders retention percentage is 
comparable to our kiosk channel in the 

mid 40's.     
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About the Campaign 

The Columbus Dispatch partnered with 
Grocery Smarts to run free Extreme Couponing 
Workshops for subscribers/non subscribers 
that are interested in couponing. The 
workshops emphasized the importance of 
subscribing to the Sunday edition and provided 
tools that helped subscribers take advantage of 
coupon savings.  This campaign increased 
Sunday subscriptions. 

AT A GLANCE 

MEASURED RESULTS 

Goal: 

Increase the number of Sunday only 
subscriptions. 
 

Target Audience: 

Non subscribers 

Generated 672 Sunday Only 26 week orders 
at a $27 CPO with over 15% being new 
subscribers.   The retention percentage from 
this event is comparable to our kiosk channel 
in the mid 40's.     
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NAA’s 2016 “Revenue and Audience Builders: Ideas that Work” 



Presenters: 
 

Rich Handloff, Director, Consumer Marketing, The Washington Post  

Craig Holley, Senior Director, National Product Sales, Gannett Co.  

Heather Williams, Regional VP Audience Development, McClatchy  
 
 

Questions? 
 

June 16, 2016 
   2:00 PM - 3:00 PM EST 

NAA Audience & Revenue Webinar Series 

Rapid Fire Session- 

Ideas that Work! 



Presenters: 
 

Rich Handloff, Director, Consumer Marketing, The Washington Post  

Craig Holley, Senior Director, National Product Sales, Gannett Co.  

Heather Williams, Regional VP Audience Development, McClatchy  
 
 

Thank you!  

June 16, 2016 
   2:00 PM - 3:00 PM EST 

NAA Audience & Revenue Webinar Series 

Rapid Fire Session- 

Ideas that Work! 


